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This report represents a summary of a market analysis for the 


orhoo Revitalization Project. The analysis 


West Side Park Neig 


is prepared by The Chesapeake Group, Inc., a private consulting 
firm specializing in market analysis and other aspects of economic 
revitalization, for use in furthering the neighborhood economic 
revitalization effort. It is sponsored by Tri-City Citizens Union 
for Progress under efforts funded by the Office of Neighborhood 
Development of the United States Department of Housing and Urban 
Development. 

This analysis summarizes the potential to attract new businesses 
or improve existing businesses based upon the following considera- 
tions: 

(1) neighborhood population and income characteristics; 

(2) retail expenditure patterns; 

(3) productivity levels of individual businesses; 

(l) existing businesses; and 

(5) competition. 

It may be utilized to determine the scale and nature of shopping 
facilities supportable by the West Side Park neighborhood; provide 
direction for physical planning, and redevelopment as essential 
components of the revitalization effort; attract new businesses or 
merchants to the area; assist in obtaining financing for components 


of the revitalization plan; and provide direction for merchandising. 
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Trade or Market Area Identification 


Tne trade area identified in this analysis is the west Side 
Park neighborhood. This community is bounded by South Orange Avenue 
to the north, Springfield Avenue to the south, Irvington, New Jersey 
to the west, and South 10th Street to the east. The approximate 
sixty square block area is centered by West Side Park. At the 
heart of the neighborhood is 16th Avenue, a commercial strip 


running east and west. 


Trade or Market Area Population Characteristics 


The data delineated and developed in this analysis are based 
upon the neighborhood survey which was sponsored and performed by 
Tri-City Citizens Union for Progress as part of the revitalization 
effort. 

The critical characteristics in defining market potential are 
income and the number of households. However, also important is 
the total population and population demographics. Therefore, the 
following summarizes the pertinent information with respect to 
total population and its demographics: 

1. 1979 population in the West Side Park Neighborhood approxi- 

mates 14,000; 

2. The population has suffered a decline since 1970. However, 
since the change in racial compositions has diminished, 
this population decline is expected to taper, resulting 
in relative stability in the future; 

3. The percent of individuals representing a youth market is 
much higher than for the population in general in the 
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majority of markets in this country; and 
l. Approximatelv 62% of the current population is Black, while 


another 16% is 


spanic. 


with respect to the number of households in the trade area, 
it is estimated that the average household size ranges from 3.7 
to L.O persons. Therefore, approximately 3550 households reside 
in the trade area. 

The annual average household income for the community deter- 
mined through the neighborhood survey is estimated at $7308. 
However, this survey is heavily biased in favor of the lower income 
household who might be headed by an unemployed individual because 
of the time the surveys were administered and other factors. 
Therefore, adjusting for these factors, the annual average or 
mean household income is estimated at roughly $9,900. Approxi- 
mately liż of all households have annual incomes exceeding $20,000. 

Important in determining retail expenditures is aggregate 
income which represents the total dollars available in any given 
year in an area for all expenditures, taxes, etc. This aggregate 
figure is estimated by multiplying the number of households by 
the mean income, Thus, for the West Side Park market area, the 
1979 ageregate income or the total dollars available for all goods 


and services approximates $35.4 million. 


Retail Sales Expenditures 


From the aggregate income, disposable income can be determined, 
(Disposable income is defined as those dollars remaining after 
taxes.) From disposable income, all expenditures, including 
retail sales expenditures, are derived, Retail sales, a critical 
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factor in our analysis, represents roughly LO% of all disposable 

income, or 50% of total aggregate income. Thus, total 1979 

retail sales expenditures in the trade area is estimated to exceed 
million. 

Retail sales is a broad category including many items such 
as gasoline for automobiles and automobiles. Many of these pro- 
ducts are not the subject of this analysis. Below are those 
general retail categories or businesses which are essential to the 
revitalization process and, therefore, this analysis and the esti- 
mated expenditures in the trade area for each retail category. 
(These expenditures are based upon urban area consumer expenditure 
patterns developed by The Chesapeake Group, Inc., utilizing Bureau 
of Census, Department of Labor, Urban Land Institute, and Sales and 
Marketing Management information.) The retail sales expenditures 
of these categories represent over 87% of all retail sales expend- 


itures. 


TABLE I 
Retail Sales Generated by the West Side Park Trade Area 


by Retail Category 


Category Dollars Generated 
Food (ex.: Supermarket) $7,433,019 

Drug and Health Aids 785,029 

Eating and Drinking 1,690,287 
Apparel and Accessories 979,518 
General Merchandise (ex.:Varietv Store) 3,108,289 
Furniture and Appliances 777,956 
Hardware 42 

TOTAL 
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Of these retail expenditures, only a portion is spent within 
the market area. ‘The amount spent in the market area or at "home" 
varies depending upon the kind or type of merchandise purchased 
or the retail category. For example, people will buy food near 
their home if the store in the neighborhood provides the proper 
quality of merchandise anā product lines at competitive prices. 
This is true because of the bulky nature of the product and, 
depending upon the selected merchandise, refrigeration needs. 

On the other hand, people will shop significant distances from 
home for clotnes or furniture to find exactly what they are 
seeking. The following chart summarizes the estimated 1979 


expenditures by major retail store type for the market area: 


TABLE II 
Generated Retail Sales Spent in the Nei 


y Major Retail Store Type 


Category Dollar Sales 
Food (ex.: Supermarket $6,689,717 
Drug and jiealth Aids 588,772 
Eating and Drinking 1,098,686 
Apparel and Accessories 391,807 
General Merchandise (ex.:Variety Store) 1,864,974 
Furniture and Appliances 311,183 
Hardware 594,076 
TOTAL $11,539,215 


#Not adjusted for food stamp subsidy program 
The total estimated expenditures in these categories in 1979 


approximate $12million. The largest single category is food, 
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estimated at $6.7 million. However, this food expenditure esti- 
mate does not incorporate the multiplier affect of food stamps. 
When this is considered, total 1979 food expenditures in the home 
market are expected to reach over $12.8' million. 

The amount of space generated by these sales volumes can be 
developed by dividing these volumes by a productivity level for 
each retail type. This productivity level is assumed to be the 
level at which the business can pay all overhead and provide a 
reasonable return on the investment. Thus, the productivity 
levels vary for each kind of business. Below is a chart which 
summarizes the productivity levels for each retail category and 
the associated square footage which the West Side Park neighborhood 


can support. 


TABLE III 


Supportable Square Footage 


Productivi ty Supportable 
Square Feet 


Supermarket) s 42,921 
Drug and Health Aids 160 3,680 
Eating and Drinking 90 42,208 
Apparel and Accessories 75 : 5,224 
General Merchandise (ex. :Varietv Store) 90 20,722 
Furniture and Appliances 80 3,890 
Hardware 70 8,487 
TOTAL 97,132 


For the market area, a total of 97,132 square feet are gener- 
ated, representing total demand in the retail categories mentioned. 
The greatest square footage is generated for food operations. How- 


ever, significant demand also exists for General Merchandise. 
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Analysis of the Existing Shopping Districts 


Three shopping areas exist in the immediate surroundings 
of the west Side Park neighborhood. Two of these districts are 
located on the periphery of the community. The South Orange Avenue 
and Springfield Avenue shopping districts, while providing some 
neighborhood functions, probably serve population bases much 
greater than the West Side Park neighborhood. The third commercial 
district located along 16th Avenue is, on the other hand, predomi- 
nantly neighborhood oriented. Only a few uses because of their 
inherent nature, largely serve population bases outside of West 
Side Park. 

Because of 16th Avenue's neighborhood orientation and its 
central location within the neighborhood which makes revitalization 
of the district critical, this analysis concentrates on this par- 
ticular district. South Orange and Springfield are not excluded, 


but are recognized as serving different needs. 
16th Avenue 


Commercial activity along 16th Avenue within Newark's West 
Side Park neighborhood boundaries is concentrated primarily between 
20th Street and 16th Street. The remainder of the area consists 
of mixed residential and commercial uses. Within this commercial 
core, roughly 70,000 square feet of first floor commercial acti- 
vity exists. 

The preponderance of uses within the commercial core are 


small eati 


g and drinking establishments and a variety of personal 
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services. In fact, approximately 31,935 square feet of first 
floor commercial is currently eating and drinking establishments 
while another 11,550 square feet is associated with various 
personal services. The table below summarizes the square 
footage information in the retail categories under consideration 


in this analysis. 


TABLE I 


Existine Space on 16th Avenue by Retail Category 


Category mare e 
Food (ex.: Supermarket) 8,375 
Drug and Health Aids 3,500 
Eating and Drinking 31,935 
Apparel and Accessories 2,500 
General Merchandise (ex.:Variety Store) o 
Furniture and Appliances 2,500 
jiardware 1,875 
TOTAL 50,685 


In the cetezo 


ies analyzed roughly 51,000 square feet of space 
exists. Approximately 63% of this space is in eating and drinking 


establishments. 


Demand for Additional Retail 


In order to determine whether or not there exists demand for 
additional retail services, the amount of existing space in each 
retail area, the nature of that existing space, and the amount 
of supportable space must be examined. This can basically be 


done by combining Tables 111 and 1V and comparing the differences 
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between supportable space and existing space to derive excess 
supportable space generated from the neighborhood market area. 
TABLE V 


Excess Supportable Space Generated from the 


Neighborhood (Primary) Market Area 


C-Excess 
A-Supportable  B-ixisting supportable 
Square Feet Square Feet Square Feet(A-B) 


Food 42,921 8,375 34,546 

3,680 3,500 180 

12,208 31,935. 19,727 
Apparel and Accessories 5,224 2,500 2,724 
General Merchandise 20,722 o 20,722 
Furniture and Appliances 3,890 2,500 1,390 
Hardware 8,487 1,875 6,612 
TOTAL 97,132 50,685 46,447 


In the aggregate from the neighborhood or primary trade area 
alone, potential demand for additional retail space is significant, 
totaling 46,447 square feet. Only in two areas does there appear 
to be potential for significant market problems. However, in one 
of those areas, the Drug and Health Aid category, potential for 
expansion exists for several reasons. First, no secondary trade 
area is analyzed. At a minimum 25% of the trade generated by 
this type of facility should come from the secondary trade area. 

In addition, productivity levels utilized in the analysis to esti- 
mate supportable space or demand are high; therefore, the support- 
able space generated from the neighborhood trade area is probably 
underestimated, Finally, the location of a drug store in proximity 
to the West Side Medical Center should be ideal to draw significant 
patronage from their trade area. ‘The medical center's trade area 
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is much larrer than the neighborhood itself, increasing any phar- 
macy's secondary market area penetration significantly. 

with respect to the surplus of existing space in the Hating 
and Drinking category, this is a result of an over abundance of 
small marginal bars and lounges. The over abundance of these 
facilities is affecting both the economic viability and image 
of the shopping district. It is obvious that there are many 
types of restaurant activity which could serve both neighborhood 
and/or regional needs which cannot currently be found in the 
West Side Park neighborhood. 

Findings in the other categories are also significant, With 
respect to food stores, there is substantial room for expansion. 
Ine neighborhood facilities are not currently capturing most of 
the dollars being spent, or the potential dollars, This is 
verified also by the neighborhood survey which was performed. 

There also appears to be some modest room for expansion with 
respect to apparel stores. Any complimentary apparel store attract- 
ed to the area would in fact help the existing facility. Orienta- 
tion of merchandise offered toward the youth market would be very 
reasonable. 

In addition, there is apparent demand for a variety store of 
reasonable size, This could act as a major new anchor for the 
16th Avenue commercial district. 

It is also extremely significant that the neighborhood has 
the capability without any secondary market support to provide 
a reasonable return on investment for the existing furniture store. 


However, since over 60% of a furniture store's business should 
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ch it is located, 


come from outside the neighborhood in wh 
substantial expansion in this area could occur with proper 
merchandising and marketing. This expansion could be as much 
as 4,500 additional square feet. l 

Finally, based upon the primary trade area alone, a hardware 
store approximatelv three times the size of the existing store 
could be supported. Considering a minimal amount of seconċarj 
trade, 2 8,000 scuare foot store could be supported. This 
facility would be capable of providing services and product lines 


far in excess of the existing store. 


Conclusions and tions 


with the substantial potential demand for new retail services 
in the West Side Park Neighborhood, in order to accommodate a 


ficant portion of these needs in the 16th Avenue commercial 


district, redevelopment along with rehabilitation will be essen- 
tial. Limited redevelopment utilizing existing vacant land or 
demolishing some existing structures for the purpose of building 
new commercial structures is essential because of configuration 
of the existing commercial structures when compared to the 
potential reuse. 
In the context of the above general physical considerations, 
the following recommendations are put forth: 
1, The attraction of a "box" food store (one providing only 
canned goods) approximately 10,000 square feet could 
provide a strong anchor for the neighborhood shopping 


district. This type of facility provides excellent 


li 


7. 


THE CHESAPEAKE GROUP 


variety with prices below the major supermarket operations. 
The ethnic food services should then be expanded and meat, 
produce, and dairy items could be incorporated into the 
existing food operations ; 

A bakery which bakes its own merchandise on site could be 
viable in the commercial area. If very successful, the 
bakery could expand to other Newark neighborhoods while 
expanding its manufacturing plant in West Side Park, 
generating significant employment; 

ne drug and health aid facility in conjunction with the 
West Side Medical Center could expand; 

Marginal lounge/bar establishments could be eliminated over 
time through redevelopment and natural market forces. A 
fast food operation and/or some quality restaurants with 
reasonable prices might also be attracted; 


New apparel operations 


uld probably meet with success. 
Particularly a youth oriented facility, such as e jeans 
store, might be sought after; 

An attempt might be made to attract a 10,000 to 12,000 
square foot variety store to the area to act as a new 
convenience anchor; 


Expansion of the existing Tru- 


iome Furniture operation 
would serve as a stimuli for reinvestment throughout 
the district and could be very successful; 

A modern hardware facility providing lumber products 


as well as other home improvement products could be 
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viable. Attraction of such a facility would also perhaps 
help to bolster the revitalization goals for the housing 
stock; and 


: Certain additional non-retail services could be expanded 


NA 


or attempts made to attract new ones to the area. 
Specifically, reference is made to the West Side Medical 


Center and a full-service commercial bank. 


Assuming proper management and merchandising, and sufficient 
capital, the above recommendations would probably meet with success 
if placed in the context of a total revitalization plan, including 
physical improvements. Off-street parking could be used an an incentive, 
along with financial incentives, to attract the recommended operations. 
However, two additional elements are critical to effect 
revitalization of the commercial core. These elements, collective 
advertising and promotional activity, can begin in a very short 
period of time and can have a significant impact on changing the 
image of the area and increasing business activity. In addition, l 
both collective advertising and promotional activity can be accomplished 


fully and very i vely. Collective advertising, for 


example, could be accomplished through coordination of existing 
businesses in the area which currently advertise. Promotional 


activity could begin as soon as this spring at minimal costs. 


